Media posts spread throughout social networks due to their ability to call the readers to actions which is the sign of their influence. These actions can be considered both as social and communicative. Therefore, they can be studied in relation with other social actions taken by the same users offline: participation in mass protests, purchase of goods, downloading mobile applications, etc.
Introduction
The study of social trends through the analysis of the social networks content has become a common trend in science over the past two decades. At the same time, unlike the study of public opinion through surveys, social networks allow drawing conclusions not only from what users decided to express directly but also from other aspects of their behavior. In particular, studying what patterns of user activity intended to generate content exist in a particular social group, one can arrive to the conclusion on the structure of this group and the links within, as well as on the interests and even certain psychological traits of its participants (Guo, Chen, Zhang, & Zhao, 2009 ).
SOCIAL ACTIONS OF SOCIAL NETWORKS USERS TRIGGERED BY MEDIA POSTS CONTENT
Artem Zakharchenko shows how many interactions ('likes', shares or comments) of news with users in social networks are, on average, caused by one previous interaction while the publication is spread in a certain group of users. If this value is >1, spreading is accelerated as a power function but if <1, it gradually fades out and continues for a certain time only due to the social network topology effect. It is important that this indicator allows for clear distinction between the total number of shares and their intensity, or, in other words, gives the answer to the question whether a high number of interactions occurred because the publication is very interesting to a small number of people, or slightly interesting to a large number of people. As already shown in several studies (Zakharchenko, 2017) , measuring and comparing IP for a set of the most popular media publications can provide a relevant description of the attitude of various groups of social network audience to public trends covered in these publications.
Therefore, the object of the research is a dependence between users' social network interactions and their readiness to further social actions. The research aim is to define the possibility of certain social network group members to take further social actions like participation in street protests, purchasing goods, installing mobile applications, etc. This aim sets the following research objectives: classification of news with a high number of interactions in social networks in terms of the influence on the audience, defining the type of social action that accompanies the spread of this news, finding the patterns of relation between the type of news spreading as a social action and its influence indicator.
Material and Methods of Research
In order to fulfill this task, we used the data collected during a year and a half as a part of Media Intelligence Project implemented by the author of the article to study political trends in Ukrainian society. These are measurements of interactive potential of publications, which appeared on one of the most influential social and political Internet portals in Ukraine, Ukrainska Pravda, while being shared to Facebook. In total, from January 2016 to June 2017, 827 publications received more than 600 Facebook interactions, and therefore, interactive potential could be identified for them. Those publications formed the sample of our research study. There were publications about all different topics that this media covers: from politics and economics to sport, technology and culture. The number of publications was the single criteria of their selection.
Method of Interactive potential calculating is described in detail in (Zakharchenko, 2017) . In short, it is based on the analyzing the dependence curve of a number of specific publication's social media interactions on total audience activity, measured as a number of page views of a big sample of Ukrainian news websites since the time of this publication was published.
In the logarithmic scale, this curve turns into line on some specific sections, which shows the publication's ability to spread in a common social media environment, without an influence of top Facebook users with many followers. The regression analysis of this line allows calculation of a quantity index that unambiguously characterizes an impact of messages on a social network: the interactive potential. It is a degree index in the equation that describes the dynamics of interactions with information within a given period of time. It can be defined as an average number of social media interactions with some publications caused by each previous interaction. 0,10 0,20 0,30 0,40 0,50 0,60 0,70 0,80 0,90 1,00 1,10 1,20 1,30 1,40 1,50 1,60 1,70 1,80 1,90 2,00 2,10 2,30 2,70 3,20 5,20
Fig. 1. News Distribution by Interactive Potential Value
By distributing all the said news according to the value of their interactive potential, we found that the values correspond to the normal distribution (see Figure 1 ).
The collected data were divided into four categories by the meaning of their qualitative differences. The first one, with an interactive potential of 0 to 0.3, included the news that though having a large number of Facebook interactions gained that amount slowly. There were few such news items for that period, only 14.
The second category included the news items that were the most numerous: the value of their interactive potential is from 0.3 to 1. Since such an IP indicator provides for a slow dying down of spreading as each previous interaction leads to less than one subsequent interaction, the active spread of publications in this category was only possible because they were published in a popular resource (Ukrainska Pravda), and also were shared by famous top bloggers. In other words, the social network topology factor served its purpose. After all, the mentioned social network users had a very high number of contacts and actually that was the reason why spreading process remained active for a long time. There were 676 such posts.
The third category included the media publications the spread of which occurred with increasing rate because their interactive potential was more than 1, that is, each previous share involved more than one further share. The slowdown and cessation of such publications spreading occurs only because the target audience that is not yet familiar with the news gets exhausted. There were 117 news stories with IP values range of 1.0-1.7.
Finally, the fourth group is news with an abnormally high interactive potential, over 1.7. There were 20 news items for the period under study.
For the study all news items from the first and fourth categories were selected. 25 news stories from the third category and 30 from the second category were randomly selected, which is more than enough to make a representative sample to characterize the data under study.
We found the posts regarding the publications from the sample, through which users shared these publications, and, by analyzing the content of these posts and comments, we determined what type of social action was the sharing action and the action to which the news spreaders called for, or which is the logical implication of such spreading. In most cases, comments and share texts contained calls of the same type: either emotional or value-rational, or goal-rational (see below). In some cases shares were of two types and we considered them as two different social actions.
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Consequently, briefly, we have used such methods of the research as statistical analysis in calculating the IP and comparing its values across the topics, and content analysis in determining the type of social actions.
In view of the fact that the research covered news from only one resource of social and political nature, there are certain restrictions of the research. The research results cannot be applied to the publications from Internet media dealing with other topics, such as technology or tabloids. Although in general terms the materials published by those media would be subject to the same patterns as discovered in the research. Indeed, Ukrainska Pravda covers a fairly wide topical range and the research materials included a lot of publications on show business, technology and other topics. Besides that, the methods for determining interactive potential assume that the influence degree is measured not during the spreading among the most loyal part of the audience of a particular Internet media but during the spreading among users who are not active readers of the media under research, and who learn about the publication from other people who spread it. That is, they may potentially be an audience of different media.
Theoretical Justification
Communicative action, according to Habermas (1990) , refers to social actions. The same applies to the news sharing as the only meaning of any public actions in the social network is interaction with other individuals. However, unlike the above-cited studies which dealt with the practice of joining certain online groups, our case does not deal with a wellformed social group and the audience for Internet publications is an open system. In addition, considering the fact that the spread of news from social and political resources was analyzed, "we-mode perspective" often turned out to be not the perspective of a separate small group but of a significant part of the society.
Let us dwell upon the social action typology. The most common and most famous was primarily developed by Max Weber (2000) , who believed that there are four types of social action. It can be goal rational: when it is carried out with the aim to change social reality; it can be value-rational: when with its help only a certain worldview is pronounced and the result itself is not the main goal. Also, social action can be traditional: when it is carried out only because most of the members of the group do so. Finally, the fourth type is an affective action which fuses social and no social and it is carried out purely under the influence of emotions.
If to consider the news spreading as a social action in terms of these criteria, by analyzing the content of comments and share texts of certain socially important news one can easily determine what types of action this action refers to.
If during the spreading direct or indirect appeals to carry out a certain action are used or the content of the news itself provides for the possibility to take that action, this spreading, obviously, is the action oriented, and therefore it is the goal rational action.
However, other types of spreading are possible. If users at the time of share declare certain values, and the possibility to carry out any actions to achieve their goals is lacking or unobvious, that action can be referred to as the value-rational action.
Affective spreading assumes that the process of spreading gives the individual some kind of emotional relaxation, similar to the affective utterances in a live talk. Consequently, this type of spreading is easily detected if there are exclamations or unessential emotional statements and there are no signs of the previous two types.
We can assume that the spreading of the posts of opinion leaders may also be traditional. At least, a high percentage of traditional actions are present in such kind of Facebook-activity as "liking". Still Weber himself stressed upon the difficulty to clearly define that some action was traditional.
Similarly, the Facebook interactions can be classified according to communicative actions classification proposed by Habermas (1990) . According to him, the speaker has a choice between the cognitive mode of language application which is aimed at the point of truth of his statement, interactive mode, which determines the correctness or justice, and expressive mode, which focuses on self-expression and tastes.
Finally, the media publication spreading in the context of its influence on the user can also be considered from the point of view of the social influence typology proposed by Kelman (1958) . He distinguished (Kelman, 1958) three aspects of the social impact process: compliance, internalization and identification. In case of compliance, a person accepts influence to gain support, approval or a favorable reaction from people who have higher power or status. Internalization occurs when an individual accepts information received from others as evidence of reality, therefore common beliefs of group members become a group norm. Identification occurs when a person accepts influence to establish and maintain a positive relationship with another person or group, to emphasize belonging to the group.
As far as the interaction of a social network user with the publication is a sign of its influence on the user (da Rocha, Massad, Santos, & Pereira, 2015), we can classify that social action according to this parameter as well. In case of news spreading, we are not talking only about one social group, of course, because users often identify themselves with several groups of different directions. In this case, compliance is displayed when a person spreads information from a well-known person, for example, a top blogger. Internalization is possible when spreading confirms the user's view of the world and political situation, in particular. Finally, identification means that a user is spreading something as a sign of his belonging to a particular worldview or just a social group. As you can see, spreading can be based on all three mechanisms of social impact. 
Results and Discussion Proportion of different types of social actions at different IP values
The gathered data on the proportion of the four Weber spreading categories helped to observe certain interesting patterns presented in Figure 2 .
We would like to start with the observation that for publications with the lowest spreading intensity (IP = 0 to 0.3), affective messages prevail and no goal-rational -containing a call for an actions -messages occur at all. Just the opposite is the situation for the cases with extra high interactive potential values (IP = 1.7 -∞), where the share of goal-rational actions is very high. In two intermediate regions, most often occurring in real life, as IP increases there is a gradual increase in goal-rational and a decrease in affective types of spreading. In addition, in these two categories, the spreading types which we characterize as goal-rational under the effect of internationalization (according to Kelman's classification), play a prominent role. This type of social actions included spreading with the apparent intention of just communicating news being important in the user's opinion without affirming any ideological positions, expressing emotions or calls to action. Such an action is certainly goal-rational as it has a definite goal of informing, though this goal does not foresee any further actions outside the social networks, and is inspired only by the wish to be useful to a certain community by communicating user's own opinion to it. Additionally, it should be stated that only in the upper range of IP we recorded one piece of news with the type of Facebook-interaction described as traditional social action. This is the death notice about the People's Deputy, Oleg Zadorozhny. In fact, in this case, people "liked" and shared not the news itself, but the message of the popular blogger, Lesya Orobets, who spread the news. These actions can be considered a traditional paying of respect to the deceased and to the authority of Orobets.
Type of social action and power of influence
If to analyze the texts that accompanied the media publications shares in more detail, we can highlight even more interesting patterns. Only 7 out of 34 news, related to affective spread, or 25%, was attributable to positive emotions: joy, pride, good-minded ridicule. The rest was generated by such feelings as indignation ("betrayal!"), condemnation, despair, anger. Obviously, this can be explained by the peculiarity of the audience of the Ukrainska Pravda and the Ukrainians mentality, who would rather be inclined to criticize than support the authorities.
If you compare the expressed emotions for news with different values of IP, it will turn out that positive emotions often spread with a high intensity: 6 out of 7 of them fall within the range of IP> 0.7. On the other hand, emotional interactions with the news of the least influential category during the period under study consisted entirely of the negative side of things.
Among the news that had a value-rational "mechanism" for spreading, the most influential were the news that concerned the lengthy discussion in Ukraine between the 'traditional' and the "modern" worldview. In particular, the rights of LGBT people, family problems, abortion, historical justice. A slightly smaller indicator of IP was observed in publications, the spreading of which was associated with negative assessments of the authorities actions. The news about the electronic declaration disclosed by the President Petro Poroshenko had the highest IP value (1.39). As for the manifestation of other values, their spreading was always marked by IP below 1. That was, in particular, support or condemn of "young parties", boycotts of Russian goods, activities of orphanages, energy conservation, etc.
Predicting actions outside the Facebook
We will pay the detailed attention to the news spread by goal-rational actions. The top news spread in that manner are summarized in Table 1 . As we see, goal rational spreading does not always imply the actions related to street protests. The news about the launch of the mobile application by Ukrzaliznytsya was the most intensively spread. Nevertheless, virtually all really massive, and not financed by politicians, public protests were preceded by active, goal rational spreading of publications on relevant topics.
The most frequent sign of people's readiness for further action outside of social networks is the spread of news described as the goal-rational action and having high IP value. In some cases, though, the value-rational spreads may indicate a willingness to act. For example, under circumstances when the declared values have no opportunity to materialize into action right now, because there is no such possibility, and consequently, there is no sense in urging something, but subsequently such an opportunity appears. This is perfectly demonstrated by the spread of news about foreign actions of LGBT activists among the right-wing radicals. In the situation when similar actions are not planned in Ukraine in the coming future, such spreads can only be value-rational, however, if such campaign is announced, we can assume that this group is again ready to disperse LGBT marches as it had already tried to do a few months before.
Important point is that the result itself, at which goal-rational spreading is aimed, can be both goal-rational (downloading the mobile application) and value-rational action (above mentioned opposition to the march). On the other hand, the call to affective action is difficult to imagine. It is because if the action is preceded by a goal-rational call, the action itself will be at least value-rational and not purely emotional.
Conclusions
The gathered and analyzed data enabled the articulation of a number of applied statements that may come useful for Internet communication practical experts. 1. Under the existing conditions in Ukraine the media publications implying goal rational spreading or call for an action have the highest Interactive Potential, and respectively the strongest impact on the audience. Instead the news intended for purely emotional actions as a rule are less influential, though they can have a high total number of sharing. These points should be taken into consideration both by the media when forming the core audience and by the SMM-experts to increase the engagement coefficients. 2. While planning informational campaigns, PR-experts or political advisors should consider the fact that in general negative news has emotional effect on Ukrainian audience more frequently than positive news. Scarcely any positive news gets really widely spread. And
Continued Table 1 yet if it gets widely spread, it has usually much stronger emotional effect than negative news. 3. Furthermore, we found that regular monitoring of materials published by popular Internet media and defining a type of social action occurring at spreading of the most popular materials may help to notice early signs of audience's readiness to certain actions outside the social networks. These actions may refer both to political discourse (demonstrations, petition signing, participation in elections) and to market terms (readiness to install certain types of mobile apps, purchase goods, use services). Having detected this readiness in good time, political consultants can either intensify this readiness and lead the demonstration or conversely, focus on distraction of people's attention from protest sentiments. Zhao, L., Lu, Y., Wang, B., Chau, P. Y. K., & Zhang, L. (2012) . Cultivating the sense of belonging and motivating user participation in virtual communities: A social capital perspective. International Journal of Information Management, 32(6) , 574-588. Zakharchenko, А. (2016) . Method for studying the dynamics of the Ukrainians' interest to political "soap operas" based on measuring the interactive potential. Scientific Notes of the Institute of Journalism, 64, 34-43.
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Among the methods proposed in recent years for studying social trends through social network analysis is the author's methodology that consists in determining the interactive potential (IP), an indicator that quantitatively describes the influence of a certain media publication on certain groups of social networks users (Zakharchenko, 2017) . This indicator shows how many interactions ('likes', shares or comments) of news with users in social networks are, on average, caused by one previous interaction while the publication is spread in a certain group of users. If this value is >1, spreading is accelerated as a power function but if <1, it gradually fades out and continues for a certain time only due to the social network topology effect. It is important that this indicator allows for clear distinction between the total number of shares and their intensity, or, in other words, gives the answer to the question whether a high number of interactions occurred because the publication is very interesting to a small number of people, or slightly interesting to a large number of people. As already shown in several studies (Zakharchenko, 2017) , measuring and comparing IP for a set of the most popular media publications can provide a relevant description of the attitude of various groups of social network audience to public trends covered in these publications.
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In order to fulfill this task, we used the data collected during a year and a half as a part of Media Intelligence Project implemented by the author of the article to study political trends in Ukrainian society. These are measurements of interactive potential of publications, which appeared on one of the most influential social and political Internet portals in Ukraine, Ukrainska Pravda, while being shared to Facebook. In total, from January 2016 to June 2017, 827 publications received more than 600 Facebook interactions, and therefore, interactive potential could be identified for them. Those publications formed the sample of our research study. There were publications about all different topics that this media covers: from politics and economics to sport, technology and culture. The number of publications was the single criteria of their selection. Method of Interactive potential calculating is described in detail in (Zakharchenko, 2017) . In short, it is based on the analyzing the dependence curve of a number of specific publication's social media interactions on total audience activity, measured as a number of page views of a big sample of Ukrainian news websites since the time of this publication was published.
The gathered and analyzed data enabled the articulation of a number of applied statements that may come useful for Internet communication practical experts: under the existing conditions in Ukraine the media publications implying goal rational spreading or call for an action have the highest Interactive Potential, and respectively the strongest impact on the audience. Instead the news intended for purely emotional actions as a rule are less influential, though they can have a high total number of sharing. These points should be taken into consideration both by the media when forming the core audience and by the SMM-experts to increase the engagement coefficients.
While planning informational campaigns, PR-experts or political advisors should consider the fact that in general negative news has emotional effect on Ukrainian audience more frequently than positive news. Scarcely any positive news gets really widely spread. And yet if it gets widely spread, it has usually much stronger emotional effect than negative news.
Furthermore, we found that regular monitoring of materials published by popular Internet media and defining a type of social action occurring at spreading of the most popular materials may help to notice early signs of audience's readiness to certain actions outside the social networks. These actions may refer both to political discourse (demonstrations, petition signing, participation in elections) and to market terms (readiness to install certain types of mobile apps, purchase goods, use services). Having detected this readiness in good time, political consultants can either intensify this readiness and lead the demonstration or conversely, focus on distraction of people's attention from protest sentiments.
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